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Abstract
The Woven Strategy method is a top-middle-bottom-up operational approach for strategy making with a focus on gathering 
expert knowledge for the benefit of strategy makers. After collecting the basic information and data, the decision and strategy 
makers discuss the strategy proposals for knowledge creation before drawing up first the possible options and alternatives, after 
that making decisions, and finally creating a strategy that can be implemented. With this approach, the knowledge of experts 
from various business areas can be gathered and used as well as making it much easier to increase the commitment of the 
organization to the created strategy. Shared value, in turn, can be defined through basic principles in business activities where 
different policies and operating practices create and enhance the competitiveness of a company, while at the same time giving 
something to the communities in which the companyoperates. Shared value creation focuses therefore first onperceiving, 
understanding and enhancing the importance of the relationships between societal and economic development and 
progress.Subsequently, the idea is to develop the strategy accordingly. 
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1. Introduction
There are many arguments on whether one should create value or share it and vice versa. Moreover, it is not clear 
how added value and competitive advantage are related. One big problem is how companies can understand their 
position on the markets. However, if a company is able to create enough added value, it has possibilities to feel 
confident to share it also with the surrounding society in which it is operating. At company level, there are many 
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theories on how to create strategy and how to implement strategies. Some of them are very complicated and 
therefore difficult to apply in practice. With improved strategic thinking and acting through the Woven Strategy 
Approach and understanding the basic principles of shared value, it is possible to create a new methodology 
forstrategy making. 
In our research we have made several test runs with international student groups so that students have first looked 
at the big picture of international problems like climate change, creating strategies for ecological companies, 
creating strategies that produce solar and wind energy, etc.
These test runs reveal that young people really do think differently and that they are eager to fight against climate 
change as well as thinking more inthe direction of shared value. 
When using Woven Strategies all kinds of answers and proposals are obtained and it is up to the management to 
decide the direction of the company or society. However, getting too many ideas is better than having no ideasat 
all.When thinking of strategy, its creation is relatively “easy” compared to its implementation. The commitment of 
the organization can be achieved by involving the members of the organizationinall the strategic phases from 
planning to implementation. The results in many organizations depend on doing things correctly and efficiently. The 
tool already has a large database and has been demonstrated to give good results through many case studies.
Porter [20] introducedthetermshared value.“Shared value can be defined as policies and operating practices that 
enhance the competitiveness of a company, which at the same time advance the economic and social conditions in 
the communities where it operates. The main focus in shared value creation is on identifying and expanding the 
connections between societal and economic progress”. There are arguments whether one should create value or 
share it and vice versa [1,3,4,6,23]. However, if a company is able to create value, it is able to share it. Of course 
there are many opinions on how to share the profits and whether there is a need to share them. Depending on the
company, the profit is shared as a dividend to shareholders or kept in the company for funding research and 
development, investments, operational development, etc.
2. Value creation
The success of a company can be understood in many ways. Kay [12] emphasizes how a corporation is able to 
add value for its stakeholders. Bennett Stewart also puts the focus on the EVAmethod [2]. 
Kolleret al.[15]regard value as a very good measure of performance as it takes into account the long-term 
interests of all stakeholders, and not only shareholders. They also state that their analysis and experience suggest 
that for most companies the creation of long-term shareholder value does not cause other stakeholders to suffer.
Porter et al.[20] criticize the short-term financial thinking in many companies nowadays. They propose to use a 
shared value concept. The concept rests on the premise that both economic and social progress must be addressed 
using value principles. Value is defined as benefits relative to costs, not just benefits alone. Value creation is an idea 
that has long been recognized in business, where profit is revenues earned from customers minus the costs incurred. 
However, businesses have rarely approached societal issues from a value perspective but have treated them as 
peripheral matters. This has obscured the connections between economic and social concerns.
In the social sector, thinking in value terms is even less common. Social organizations and government entities 
often see success only in terms of the benefits achieved or the money spent. When governments and NGOs begin to 
think more in value terms, it is obvious that their interest in collaborating with business will grow.
There is also criticism against creating shared value (CSV). Denning [5] states that CSV is valid only in old types
of “capitalism” that he calls “capitalism 1.0” and “capitalism 2.0”. He thinks that in “capitalism 3.0” and “customer 
capitalism”, a new type of thinking is needed. According to Martin [16],“Capitalism 1.0” is “managerial capitalism” 
and “shareholder capitalism” can be described as “Capitalism 2.0”.
Crane et al.[4]point out four problems with CSV: it is unoriginal, it ignores the tensions between social and 
economic goals, it is naive about business compliance, and it is based on a shallow conception of the corporation's 
role in society. Furthermore, for instance Schumpeter [23] thinks that CSV still needs a lot of improvement and 
development and there are also other similar concepts like Jed Emerson's concept of blended value[3], in which 
firms seek simultaneously to pursue profit and social and environmental targets.Stuart Hart[6]also has his own 
opinion.
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Fig.1.The Woven Strategies Concept [22].
Of course all of these opinions and articles have a point. However, some companies have truly focused on short-
term thinking, neglected the trends in theirbusiness, and after a while have found themselves in severe difficulties. 
Nokia is a good example. When it was successful for over a decade, it shared its profits with the shareholders, 
executives, employers and Finnish state and society in many forms. When its mobile phone division collapsed, it 
had an immediate and wide-ranging effect on the Finnish economy. There are most probably very few cases in the 
world in which the failure of one company has directly affected the country’s economy and GDP so much as well as 
the well-being of individuals. Obviously, the acts of companies like Lehman & Brothers and some other financial 
institutions have even had consequences on a global scale.
It is sometimes also difficult to tell who is responsible for decisions regarding CSV. Top management often say 
that it is the board and shareholders who tell them what to do, but in many cases, the shareholders are large 
institutions that are more interested in continuous dividends and share value than other issues. Many family 
businesses often seem to be more responsible towards all the stakeholders and to take care of their responsibilities as 
they see it. Naturally, there are exceptions in all kinds of companies.
3. Woven Strategies
The Woven Strategy method is a top-middle-bottom-up operational approach for strategy making with a focus on 
gathering expert knowledge for the benefit of strategy makers. After collecting basic information and data, the
decision and strategy makers discuss the strategy proposals for knowledge creation before drawing up first the 
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possible options and alternatives, then making decisions and finally making the strategy, which can be implemented. 
With this approach, the knowledge of experts from various business areas can be gathered and used as well as being
much easier to increase the commitment of the organization to the created strategy. (Fig.1)
Bottom-up and top-down management styles vary from culture to culture, as does the use of information systems 
[17]. However, in all multinational organizations there is a lot of information and knowledge available from 
practically all business subjects and areas. These are often contradictory and show a need for development. In all 
cultures there are local ways of thinking and doing business, but on the other hand top management should see the 
need to harmonize at least certain issues. In most organizations, if the top-down approach alone is used, a lot of 
valuable and essential information is ignored, which may lead to incorrect decisions. Decision-making is greatly 
affected by a change in the environment, the values of a manager, and changes in managers, how the manager 
perceives the business environment, etc. In the current business climate, this could well lead to the question of 
whether it is possible to make any “mathematical model” of the world or the company or the manager so that any 
kind of intelligent ESS could be utilized reliably. Decision-making is also affected by the situation; if the manager is 
exhausted, over-energetic, etc. his/her decision-making process can change on a daily basis. These factors also affect 
intuition. Different executives make different decisions based on their intuition. Hence there is a need for more 
analytical tools that assist decisionmakers in difficult situations. [22].
When we started developing Woven Strategies, a suitable questionnaire tool was not available, so we developed 
one ourselves. Nowadays, questionnaires are part ofmany areasof daily life. There are many tools that assist in team 
and group discussions and dialogues. In future, there will be better and better tools to help in creating Woven 
Strategies.
There are advantages and disadvantages in both (bottom up and top down) models. Figure 2[11] shows 
differences from the budgeting point of view. This comparison is also valid in strategic management.
Mintzberg [18,19] has written in many of his articles and books against formalization and the use of tools in 
strategic planning. It has been shown [22] that the pitfalls presented by Mintzberg [18,19] can be avoided by using 
modern methods and technologies. Information technology is developing at breakneck speed and there are many 
opportunities for its use in strategic planning as well as in creating shared value concepts for any organization or 
community.
Fig. 2.Advantages and disadvantages of bottom-up budgets [11].
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If for instance Nokia Corp.[21] had paid attention to developments in the mobile phone market, its current state 
and that of Finland could have been completely different today.
There are many other strategic schools of thought [8,9,10,12,13,14], but the Woven Strategy method can be 
utilized with all of them.
4. Woven Strategies and creating shared value
Creating a shared value concept is both versatile and contradictory. In any case, it offers a lot of good ideas from 
the perspective of any stakeholder, as well as from the shareholders and top executives if they agree that a company 
has a longer-term purpose. Today, it seems that there are entrepreneurs who have the goal of establishing a company 
and selling it at ahigh profit. In such acase, CSV is hardly of interest.
The Woven Strategy method and tool offer a good way to collect information and opinions from a wide range of 
stakeholders and the general public as well. A selected number of groups or persons can also participate in the 
dialogue. Decision makers can get very useful hints for their decisions – including ones they would never have
thought of. Unfortunately, too many executives tend to stick too much to past thinking and strategies. The world is 
changing so fast today that you have to look to the future all the time. In addition to current questionnaires, the 
Woven Strategy method involves bidirectional dialogue on the matter under discussion, enabling better 
understanding for all those participating in strategy formation. 
One challenge is that some companies are so innovative that they create the future. A good example is Apple, 
which changed the mobile phone industry. The change derived more from the vision of Apple and Steve Jobs 
[7,24]than the wishes of the consumers. On the other hand, it took some time before Apple listened to the customers 
and created an iPhone with a bigger screen. The same phenomenon is valid in many other industries and businesses 
as well. Most probably, nothing revolutionary comes from anywhere other than individual inventors (generally
speaking). On the other hand, evolution receives a bigger boost from a wider arena of people.
5. Caseresults
We have tested the Woven Strategies method with over hundreds of international university students. They have 
created strategies for imaginative companies. The subjects have included climate change, environmental issues, new 
technology, etc. Without being specifically requested, these strategies have always includedissues related to 
corporate responsibility.
The cases have been written about during three years at international universities as part of a strategic 
management course. Each year there have been about 30 students compiling a strategy plan for a company,either 
individually or in groups as their assignment. These strategy assignments contain all the main elements of corporate 
strategic planning.
The most interesting fact, however, is that in practically all of these assignments there were elements of shared 
value in the form of sustainability, environment-friendly products and company,etc. This reflects partially the results 
of teaching, a change in the attitudes of the younger generation and so on.  This kind of uniformity is not common in 
real business life. When reading official company statements or annual reports, there is a considerable variation in 
the wording and statements. Having worked globally in different companies and with hundreds of customers, the 
practical truth is even more diverse. Some companies take shared value and company stakeholders very seriously,
whilst some look at the short-term profits and mainly the bonuses and options of the top management.
The Woven Strategy method and tool has already been verified and validated in a business environment. These 
cases at universities show that it is also useful in university teaching.
Furthermore, it could be used in defining shared value or similar concepts anywhere on company or country 
level.
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6. Discussion
Although there are many opinions of the shared value concept, it is obvious that something like it is needed for 
companies and cultures to survive in the long term. Companies are very skilled in manipulating short-term
operations and profits, but there are few, if any, that have survived for a longer period of time. In contrast, many 
successful companies have created wealth for their shareholders, management, employees, and community, even the 
whole nation. As a good example we have the mobile phone industry. In Finland, when Nokia Corp.[21]was 
performing well, the whole country enjoyed a period of prosperity and when its downfall began, the national 
economy of Finland declined considerably. In the USA, the success of Apple [7,24]and its iPhone has had a positive 
impact on the US economy, of course to a lesser degree. There is continuous discussion for instance about how 
much and where large corporations pay taxes. Still more and more companies pay attention to shared value or 
similar thinking. Notable companies are Microsoft, Nestle, etc. Many airlines are mindful of theircarbon footprint.
By utilizing Woven Strategies, it would be possible to further enhance discussion and dialogue aboutshared 
value. It is a tool not just for asking but for discussing issues. We can also distinguish between open and paper 
dialogue, which may give different results. Hence deeper understanding about the values and opinions of each 
participant can be gained.Furthermore, a dialogue on paper may bring ideas that might otherwise be rejected for
personal reasons. This will lead to improved ideas and commitment of each party and stakeholder.
The possibilities to further utilize information technology in strategic management and creating shared value are 
countless. Hence, instead of writing too many articles on this topic, it would be better to start practical work.
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